The objective of this research, which is focused on CSR (Corporate Social Responsibility)
INTRODUCTION
Today, in addition to the disciplining, socializing and educating functions that the concept of sport accommodates, it has obtained the character of a commercial industry by being engaged in economic activities with other branches of industry. Akansel et al. (2010) emphasize that, as a result of such commercialization, particularly football clubs and national and international sport federations have undertaken the responsibility to give something back to the society, and that they are encouraged to organize more programs and initiatives in this direction. Also, he determines that the universal nature and popularity of the game of football enable the football clubs to make contribution to both the societies they live in and other societies in the world.
Football clubs, which had to tend towards commercial activities as an inevitable result of the intense rivalry in sport sector, play an effective role in implementation of services and activities related with sports at one side, and on the other hand, by extending their area of responsibility, they began to play a role in works with social content, which are directed towards the areas that require support in the society. Social aspects of sport gain importance, and researches are made on the types of contributions that may be made to social areas by being engaged in various initiatives, such as establishment and development of peace, promotion of health practices and provision of help to the disabled etc. (Coalter, 2007) , and sport organizations attach importance to their social aspects in their corporate policies increasingly (Athanasopoulou et al., 2011) . The fact that football clubs lay increasingly more emphasis on social activities within the framework of corporate social responsibility (CSR) is a finding, which proves that their understanding has changed in this respect.
In Turkey, professional football clubs continue their activities under the management of voluntary individuals as non-governmental organizations that operate under the status of association, and they may provide services under the status of a company in accordance with the provisions of (Aydın et al., 2007) . Therefore, it may be emphasized that professional football clubs are in the nature of non-governmental organizations, which ensure that they obtain various advantages, such as to detect the expectations of society on issues that are both anthropocentric and that are related with humans, and to ensure integration with society and to provide social support etc., and they are also in the nature of a business due to their statuses and since they are engaged in commercial activities. In this context, as in the case of other businesses and nongovernmental organizations, CSR becomes a critical tool for football clubs as well in terms of the responsibility to give something back to the society and to integrate with the society. This importance is being contaminated both in national and international arena in recent years due to various problems, such as game fixing, doping and corruption etc., and its importance increases even more for football clubs that are subjected to arguments in ethical terms. For example, in France, professional football is a field that is suspected in moral terms and that is correlated with "money" and "doping" (Blumrodt et al. 2012) . In Turkey, various issues attained a place at the corner of the mind of society constantly, such as game fixing and incentive premium etc. (Yılmaz, 2013) , and a lawsuit process, which is referred to as July 3 process and in which several sports executive, footballers and managers have also been tried, was experienced, and this situation caused intense arguments in the public opinion. We may emphasize that such arguments cause the society to obtain negative thoughts and ideas on the persons, institutions and organizations that are related with football. From the perspective of literature, if we consider that there are researches, which prove that CSR activities ensure that sport clubs gain a positive image (Blumrodt et al., 2012; Jung, 2012; Kömür, 2009; Sönmezoğlu, 2015) , we may emphasize that CSR activities do not only ensure that football clubs fulfil their responsibility to give something back to the society and to integrate with the society, but it also provides assistance to football clubs in terms of obtaining a positive image in the eye of the society.
METHOD
This research, which is made to examine CSR activities that are performed by the football clubs in Turkey, is a qualitative research. Criterion sampling method is used in the research. Accordingly, sampling of the research is comprised of 4 football clubs (Beşiktaş, Galatasaray, Fenerbahçe and Trabzonspor), which constitute approximately 94% of football fans in Turkey (http://www.aksam.com.tr), which are separated relatively from other sport clubs in terms of their balances of income and expense and commercial activities that they perform. Research is limited with the samples that are taken out of CSR activities that the football clubs participated in the last five years.
Social responsibility practices that are performed by football clubs, i.e. practices that the businesses in Turkey are performing for supporting non-governmental organization in the area of social responsibility and/or in coordination with non-governmental organizations, are classified under 6 items, which are listed below; sponsorship, secondment, expertise support, product donation, dividend and other corporate backlog transfers, and building and equipment support (www.siviltoplum.com). If we have to explain these categories; Sponsorship: Sponsorship provided by businesses to various activities that are organized by NGOs.
Secondment: An environment where businesses include their employees to social responsibility works, where they give time to them in this context and where they transform such issue into a corporate policy at times.
Expertise Support: An environment where an institution transfers its professional backlog and knowledge and backlog of its senior managers to non-governmental organizations (This method may be used with "secondment" in certain cases).
Product Donation: It refers to donation to charitable foundations and groups in need a part of the products manufactured by businesses.
Dividend and Other Corporate Backlog Transfers: It refers to donation to associations and foundations a part of the dividends owned by business executives or to convey the same directly to groups in need.
Building and Equipment Support: It refers to various requirements of NGOs that are met by businesses, such as buildings and settlements etc.
In the research, web sites of football clubs are examined primarily by using documents analysis method. Furthermore, news and press bulletins that are published in relative media in relation with the social responsibility activities that are performed by clubs are assessed. In this process, accessibility of the social responsibility activities through web sites has been determinant for document analysis. There are total of 34 social responsibility projects that are undertaken by examined sport clubs, i.e. Beşiktaş (10),Fenerbahçe (8), Galatasaray (9) and Trabzonspor (7). The practices that football clubs performed in terms of social responsibility are examined by determining the objective, content and target group of CSR activities. In these examinations, clubs are listed according to alphabetic order.
FINDINGS
In this research, information with regards to CSR activities performed by Beşiktaş, Fenerbahçe, Galatasaray and Trabzonspor is listed in Table 1 . As we consider the findings submitted in Table 1 , type and frequency of the practices that are performed by these 4 football clubs in these 34 projects are as below respectively; corporate support (CS: 14), product donation (PD: 8), promotion support (PS: 8), secondment (SEC: 7), social/sportive activity (SSA: 6), building and equipment support (BES: 3), transfer of dividend and other backlogs (TDOB: 2), expertise support (ES: 1) and environmental support (ENS: 1). In these examinations, clubs are listed according to alphabetic order. 
DISCUSSION AND CONCLU-SION
Within the framework of sample social responsibility practices that are assessed in this research, it is observed that four football clubs performed various types of activities with various contents and objectives in the direction of areas that are required by the society.
In parallel with the case where it is determined that social responsibility activities are generally performed by establishing coordination between businesses and non-governmental organizations (www.siviltoplum.com), it is understood that football clubs realize social responsibility projects independently from any institution and that they prefer the method to provide support to the projects organized by other non-governmental organizations. As we look at the types of social responsibility practices that are performed by football clubs, there are similarities between sponsorship and types of corporate social responsibility activities, which are performed in Turkey. Areas that are similar to the types of social responsibility activities, which are performed by businesses, are as below; product donation, building and equipment support, secondment, expertise support, and dividend and corporate backlog transfer. However, practice types that are different from other types are defined in this research within the scope of sample social responsibility projects implemented by sport clubs, such as promotion support, corporate support, social or sportive event and environmental support etc. because such practice types are not included to the content of the categories that are provided for businesses. As it is determined in the beginning of the research, football clubs that operate professionally are organized as a non-governmental organization, and have a structure that is meshed with commercial activities. It may be considered that such different organization add variety to social responsibility activities and that differentiation of types source from this situation. Furthermore, as it is revealed by Sheth and Babiak (2010) before, it is observed that moral behaviours and charitable activities, which are accepted in the area of CSR and which are revealed by Carroll (1999) , are used in general in the social responsibility practices that are implemented by the football clubs included to this study.
In this research, it is observed that the football clubs preferred to use the practice type of product donation. As a type of practice, product donation is defined as distribution of a part of the goods, which are produced by businesses, to charity institutions or to parties in need (www.siviltoplum.com). In this framework, it is observed that the football clubs implement social responsibility practices by product donation as in the case of businesses. Regarding product donations that are provided to the people, who suffered from natural disasters, to the children in need, who are studying in primary school, to destitute children, to the disabled and sick children, clubs donate their licensed products, as well as various other products according to the requirement.
Godfrey (2009) emphasizes that the importance of corporate social responsibility increases in terms of sports organizations when the visibility of sports organizations is high in the media. The size of the population that the football clubs refer to in Turkey, their frequency to appear in the media and their structures constitute a positive characteristic in terms of social responsibility activities. In this framework, it may be emphasized that the football clubs fulfil their social responsibilities by providing promotion support and corporate support to various institutions, such as SHÇEK, Tüvana Okuma İstekli Çocuk Eğitimi Vakfı and LÖSEV. Promotion support and corporate support are the types that are different than the types determined in the body of literature. Sport clubs are organizations, whose recognition and popularity level are high in the eye of the society based on their frequency of appearance in the media in comparison to other non-governmental organizations. Promotion support may be defined as usage of such characteristics and advantages by clubs for the benefit of another nongovernmental organization. In this respect, below examples may be given in relation with promotion support; promotion of foundations by the media institutions that are under the ownership of clubs, placement of logos on team jersey, as a tool for advertisement, for promotion of relative institutions at no cost or provision of information on the activities of subject institutions in the web sites of clubs etc. Corporate support may be defined as provision of various means that are under the ownership of the club, such as facilities and stores etc. in addition to provision of promotion support, and bringing fan groups into action and provision of the same to the benefit of non-governmental organizations or parties in need. Selling products of other non-governmental organizations in the licensed product sale stores of the club may be listed as an example of providing corporate support.
Since sports based events, such as match invitations that are organized in stadiums and sport halls, special match and competition organizations and photo shootings organized with sportsmen etc., and events, such as lunch organizations and film screenings with social content, which are indicated frequently in the projects that are within the scope of this research, are not met in the content of the types related with social responsibility activities in Turkey, such types of practices are defined as social/sportive events. Sports is actually an area that is supported in terms of social responsibility by sponsorship. However, as it may be understood clearly from the following statement of David Stern, units that are included to the body of sports had begun to provide support to social responsibility area; "We have two missions in NBA. To be a successful league and to use the strength of social responsibility as good as possible" (Walker and Kent, 2009 ). Likewise, football clubs that are emphasized in the same study have also provided their activity areas to the service of social responsibility. Following characteristics that are related with the football clubs, which are included to such projects, provide an advantage in terms of implementing such projects; football clubs and society established strong relations between each other, their corporate recognition and organizations that are organized by the same are followed closely by the media and society and are supported by their fans, and sportsmen contracted by such clubs enjoy high levels of recognition etc.
It is particularly indicated among the results of the research that football clubs also make use of secondment practices. Secondment, which is referred to as businesses associating their employees in social responsibility works and giving them time in this respect and transforming it into a corporate policy at certain cases (www.siviltoplum.com), reveals itself as participation of sportsmen, who are considered as the employees of sport clubs within the concept of sports, to social responsibility projects. According to Smith and Westerbeek (2007) , professional sport teams and their leagues are more advantageous during implementation of CSR activities in comparison to the companies from other industries in terms of accessing to society since organization of a autograph session by the employees of a company or games and events that they shall organize within the body of the company are less likely to appear in the media as much as the autograph sessions that the players of a professional team shall organize or any activity that the club shall organize with social content. It may seem as a critical result since the disadvantaged groups are of majority in the projects, such as disabled, desolate and sick children etc. Erdemli (1996) emphasizes that the sportive behaviours of sportsmen set an example to individuals during socialization process, and Yücel (2004) emphasizes that exemplary behaviours and habits of sportsmen set an example to individuals during socialization process. In this respect, it may be considered that the target group socializes and sets a role model for themselves via social responsibility practices, such as meeting with the sportsmen, who are admired by the target group, photo shootings and autograph sessions etc.
Another type of practice, which is very similar to secondment, is expertise support. Following may be assessed within this framework in this research; efforts of football clubs reintroduce street children to society by sports and ensuring that such children win medals in the championships they participate, making contribution to social integration by organizing events that are directed towards children living in East and Southern East Anatolia Regions and providing assistance to dissemination of sports by establishing education centres in various regions of the country. Since the activities that are performed contribute to both to education and development of individuals and to socialization, they match with the characteristics of sport clubs, which carry characteristics that may reply to social, cultural and economic requirements of society and which have a very critical role in socialization of people (Devecioğlu and Çoban, 2005) .
Commercial activities are inevitable in professional sports. Many sport clubs are obliged to be engaged in such activities in order to obtain revenue. The most critical revenues of clubs are comprised of publication rights, sponsorship, licensed product sales and ticket revenues. The fact that football clubs donate a part of their revenues to meet the requirements of other non-governmental organizations or to provide support to aid campaigns at international level set an example for the field of dividend and other backlogs.
In brief, when one considers that CSR activities are revealed as an area that becomes increasingly important for sports clubs in abroad and that professional sports teams are engaged in social responsibility activities (Babiak and Wolfe, 2009), it may be emphasized that the football clubs in Turkey are also related with social responsibility activities in a similar way. Social responsibility initiatives of sport clubs that are included to Spor Toto League and Beko Basketball League and that are professionalized in general have a critical potential that may contribute to increasing number of fans and to the motivation of sportsmen. Kömür (2009) emphasizes that the sport clubs, which are engaged in social responsibility projects, may also tend towards social responsibility studies in order to create a positive image, to express themselves to the society in a better way or to obtain more number of fans, and that such activities are expected to make contribution to the club indirectly. Research results of Athanasopoulou et al. (2011) In consideration of all of the above assessments, football clubs may be assessed as suitable institutions where social responsibility activities may be implemented since they are in the nature of a non-governmental organization and since they are managed like an entity. In this framework, in consideration of their activities and duties that are envisaged in the law, football clubs must play an active role in social responsibility activities by contributing to various projects and by overseeing interests of the society. Society tends to approach sport clubs with doubt because of various scandals that occurred in sports recently, such as game fixing, incentive payment and corruption etc. In this process, being included to social responsibility activities may be a useful approach in terms of minimizing certain negative issues that prevent sport clubs from re-gaining the trust and support of the society and that cause it to lose reputation. Also, it is considered that the attitudes and behaviours of all of the sections of the society may be affected positively, if football clubs participate in practices that respond to social requirements, that meet expectations of the society and that lay emphasis on CSR approaches that are directed towards parties in need. It is revealed by several model researchers that CSR activities that are directed towards children are implemented in Europe as well (Alexander vd. 2011; Hamil et al. 2010; Sheth and Babiak, 2010) . Thus, it may be emphasized as a suggestion that football clubs must use CSR activities actively in terms of reaching out to children, who are the fans of future. Also, it may be emphasized that it may be beneficial from corporate perspective, if the football clubs in Turkey, which have begun to have commercial characteristics, gain a corporate structure in terms of CSR, establish CSR units and make annual assessments in this respect. 
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